Weak marketing strategies of emphasizing the same Internet banking features in different countries have failed to accurately suit the local demands. As one percent increase in the retention of Internet banking acceptance will typically bring 18 percent reduction in operating cost (Bhattacherjee, 2001) , indifference towards consumers' adoption of Internet banking services may result in a big loss to the financial institutions. Therefore, this study is conducted to help banks mitigate the key cause of profit reduction in Internet banking industry which is an insufficient understanding of customer behaviour and preference by recommending effective strategies to help banks retain existing Internet banking customers. A questionnaire was developed based on the theoretical framework, tested in a pilot study, and finally distributed to a sample of 1,200 Internet banking users from major cities in the United States and Malaysia. Malaysian females have significantly higher behavioural intention to use Internet banking services compared to their counterparts in the United States. Young adults in the United States are more likely to be influenced by their social environment when using Internet banking services while middle-aged adults from Malaysia rank significantly higher on behavioural intention to use Internet banking services, performance expectancy, effort expectancy, facilitating conditions and attitude towards using Internet banking. The study is also the among the very few available research that attempts to discuss cultural differences of Internet banking acceptance of the United States and Malaysia by applying a combination of Hofstede (2001) and Trompenaars and Hampden-Turner (1998)'s cultural dimensions.
Introduction
As Internet access exceeded 2.4 billion people globally in the second quarter of 2012 (Internet World Stats, 2013) , a growing number of banks worldwide have increased their business investments in Internet banking driven by the expectation that the Internet technology would provide better opportunities to establish a distinctive strategic position compared to other traditional forms of banking services (Evans & Wurster, 1997) .Internet banking is particularly well-practiced in the developed countries such as Korea, Spain, and Austria, where more than 75 percent of all banks offer transactional services via the Internet (Maenpaa, 2006) . The development of the Internet banking has breached the geographical barriers, creating new products, services and market opportunities (Dauda & Santhaparraj, 2008; Khalil & Pearson, 2007) .
to accurately suit the local demands. As one percent increase in the retention of Internet banking acceptance will typically bring 18 percent reduction in operating cost (Bhattacherjee, 2001) , indifference towards consumers' adoption of Internet banking services may result in a big loss to the financial institutions. Therefore, this study is conducted to help banks mitigate the key cause of profit reduction in Internet banking industry which is an insufficient understanding of customer behaviour and preference by recommending effective strategies to help banks retain existing Internet banking customers.
Understanding Internet banking acceptance from the context of cultural differences is not addressed in previous studies. Most studies focused narrowly on the positive aspects of Internet banking services. For example, AbuShanab and Pearson (2007) , Eriksson et al. (2005) and Yazan (2008) focused on the effects of trust, relative advantage and attitude toward using Internet banking services. Other studies mainly concentrated on the influence of perceived security on Internet banking acceptance (Dauda & Santhaparraj, 2008; Khalil & Pearson, 2007) . Literature such as Gerrard and Cunningham (2003) and Saythe (1999) did not test the validity and reliability of constructs. Sathye (1999) stated that 70 percent of customers were concerned about the security of using Internet banking services and Gerrard and Cunningham (2003) identified economic benefits of Internet banking acceptance without providing further statistical analysis to confirm the reliability and validity of the collected data.
On top of that, most literature focuses on examining difference in gender adoption of Internet banking services without taking into consideration of the cultural impact. For example, Lichtenstein and Williamson (2006) revealed that female users had busy lives with children. Morahan-Martin (2000) mentioned that women were less interested in using the Internet. Capgemini et al. (2004) disclosed that men comprised of the majority of online users of financial services (76 percent) in European countries. Vainio (2006) discovered that females did not view Internet banking services as useful as males. All these studies neglect the cultural effect in the discussion of findings.
With regards to age groups, there is also limited literature that examines cultural impact on Internet banking acceptance in the United States and Malaysia. Karjaluotoet al. (2009) showed that young people are generally more inclined to adopt Internet banking. Alagheband (2006) asserted that young individuals were more likely to adopt Internet banking. All these studies discussed Internet banking acceptance of young and older generations in general without taking into the context of cultural difference.
As one of the very few studies that examines the examines cultural differences of Internet banking acceptance from the perspective of different genders and age groups the United States and Malaysia, this study contributes to the current knowledge of Internet banking acceptance. The study is also the among the very few available research that attempts to discuss cultural differences of Internet banking acceptance of the United States and Malaysia by applying a combination of Hofstede (2001) and Trompenaars and Hampden-Turner (1998) 's cultural dimensions.
Literature Reviews

Behavioural Intention to Use Internet Banking
Behavioural intention to use Internet banking is post-acceptance behaviour which involves repeat purchasing of product/services in the coming future (Ali & Khalil, 2013; Homburg & Giering, 2001) . Success in the Internet-based market primarily depends on behavioural intention to continue using Internet banking services rather than first-time use (Ali & Khalil, 2013; Hsu et al., 2006; Roca et al., 2006) . The following hypotheses are tested in this study:
H1: There is a difference in behavioural intention to use Internet banking services of different genders in the United States and Malaysia.
H2: There is a difference in behavioural intention to use Internet banking services of different age groups in the United States and Malaysia.
User acceptance of Internet banking services could be hampered or encouraged by the following independent variables.
Performance Expectancy
The first independent variable, performance expectancy can be defined as user perception that a technology can increase productivity (Calisir & Gumussoy, 2008; Gounaris & Koritos, 2008; Raman & Don, 2013) . Accessibility is an important aspect associated with the performance expectancy of Internet banking (Polatoglu & Ekin, 2001; Raman& Don, 2013; Rotchanakitumnuai & Speece, 2003) . As discovered by Polatoglu and Ekin (2001) , the Internet enables users to visit an online banking website at any time and from any location more easily and efficiently. In comparison with traditional banking, Internet banking is able to reach far more people and keep away people from waiting in lines. It offers greater convenience and time saving benefits of consumers from different genders and age groups. Therefore, the following hypotheses are tested in this study.
H3: Performance expectancy affects behavioural intention to use Internet banking services of different genders in the United States and Malaysia.
H4: Performance expectancy affects behavioural intention to use Internet banking services of different age groups in the United States and Malaysia.
Effort Expectancy
Another important indicator, effort expectancy, refers to user perception that it requires minimum effort to use a technology. Chen and Barnes (2007) discovered that one of the crucial technological aspects of the online interface which significantly affected customer acceptance was effort expectancy. Calisir and Gumussoy (2008) affirmed effort expectancy as a key driver of growth in Internet banking acceptance. The ability of an Internet bank to ensure fast download time and avoid the downtimes would possibly influenced Internet banking acceptance of consumers from different genders and age groups (Calisir & Gumussoy, 2008; Floh & Treiblmaier, 2006; Raman & Don, 2013) . Therefore, the following hypotheses are tested in this study. 
Social Influence
The third indicator, social influence measures the effect organizational and peer support on technology acceptance (Raman & Don, 2013; Taylor &Todd, 1995) . With a high extent of interdependence among workers in carrying out a particular duty, social support from colleagues is particularly important for the attainment of specific goal such as increased productivity in an organization (Raman & Don, 2013; Yang et al., 2009) . Technology acceptance in an organization can improve a worker's relationship with other workers and result in better social exchange and coalition formation (Raman & Don, 2013; Yang et al., 2009) . Therefore, the following hypotheses are tested in this study.
H7: Social influence affects behavioural intention to use Internet banking services of different genders in the United States and Malaysia.
H8: Social influence affects behavioural intention to use Internet banking services of different age groups in the United States and Malaysia.
Facilitating Conditions
Facilitating conditions is the next indicator which has a direct influence on Internet banking acceptance. It refers to the availability of resources such as written documents and technological infrastructure in supporting the use of a new technology (Ajzen & Driver, 1992; Raman & Don, 2013) . The development of Internet banking has allowed banks to offer Internet access to more people (Karjaluoto et al., 2009; Raman & Don, 2013) . In fact, Internet banking will only be more feasible to respond to customers' requests promptly if all hardware and software resources are easily and readily available (Karjaluoto et al., 2009; Raman & Don, 2013) . 
Perceived Credibility
Perceived credibility is an important predictor of behavioural intention to use Internet banking services. The lack of physical interactions between bank personnel and customers render Internet banking a unique environment in which perceived credibility is of supreme importance (Angie & Chow, 2006; Kumar, 2013; Mukherjee & Nath, 2003; Shumaila et al., 2009 ). An increase in the perceived credibility will subsequently improve users' Internet banking acceptance. Insufficient trust on financial institutions is a critical perceived credibility issues that lower Internet banking acceptance because it makes consumers scared to provide sensitive personal information on the www.ccsenet.org/ijbm International Journal of Business and Management Vol. 8, No. 18; Internet (Angie & Chow, 2006; Kumar, 2013; Shumaila et al., 2009) . Therefore, creating customer trust is an essential way to retain existing bank customers (Kumar, 2013; Mukherjee & Nath, 2003) . Therefore, the following hypotheses are tested in this study.
H11: Perceived credibility affects behavioural intention to use Internet banking services of different genders in the United States and Malaysia.
H12: Perceived credibility affects behavioural intention to use Internet banking services of different age groups in the United States and Malaysia.
Attitude towards Using Internet Banking
The last variable, attitude towards using Internet banking, refers to overall enjoyment and pleasure to use a technology (Davis, 1989; Kumar, 2013; Taylor & Todd, 1995; Thompson et al., 1991; Zolait, Mattila, &Ainin, 2009 ). An individual's delight or aversion in using a technology, influence his future technology acceptance (Dinev et al., 2009; Kumar, 2013; Venkatesh et al., 2003; Zolait et al., 2009) .As discovered by Yang et al. (2009) , users were not adopting the use of Internet banking services as rapidly as expected, even in developed country such as Australia due to the lack of interest in Internet banking services. Internet banking users had more positive attitudes whereas non-users have more negative attitude towards acceptance (Kumar, 2013; Rotchanakitumnuai & Speece, 2003) . Therefore, the following hypotheses are tested in this study.
H13: Attitude towards using Internet banking affects behavioural intention to use Internet banking services of different genders in the United States and Malaysia.
H14: Attitude towards using Internet banking affects behavioural intention to use Internet banking services of different age groups in the United States and Malaysia. 
Research Method
This study applied a formal standardized questionnaire in testing Internet banking acceptance of the respondents in the United States and Malaysia. A questionnaire was developed based on the theoretical framework, tested in a pilot study, and finally distributed to a sample of 1,200 Internet banking users from major cities in the United States and Malaysia. Internet banking users (who meet the 6 months' experience criteria) in the United States and Malaysia were contacted either through face-to-face meeting, postal mail or e-mail. Each respondent was requested to distribute the survey questionnaire to other Internet banking users such as friends, colleagues, and relatives. Snowball (non-random) sampling method (Henry, 1998; Schutt, 2008; Sekaran, 2000) was applied because there was no ways of obtaining the population frame. Lumpur were contacted either through face-to-face meeting, postal mail or e-mail. Each respondent was requested to distribute the survey questionnaire to other Internet banking users such as friends, colleagues, and relatives. A complete list of customers' contact
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1. Performance Expectancy.
2. Effort Expectancy.
3. Social Influence.
4. Facilitating Conditions.
5. Perceived Credibility.
6. Attitude towards using Internet Banking. Section A of the questionnaire comprises 18 demographic questions, such as gender, age, employment, visits to a physical bank branches, online purchasing experience and Internet banking experience. Questions in Section A are measured using nominal and ordinal scales. Section B to Section J of the questionnaire comprises 59 questions regarding the independent and dependent variables. Of these, 12 questions examine performance expectancy. Another 12 questions in Section C which are related to effort expectancy. Section C comprises 12 questions that measure effort expectancy. Seven questions in Section D are used to measure social influence. Four questions in Section E which are related to facilitating conditions. Nine questions in section F are related to perceived credibility. Seven questions in section G are used to measure anxiety. Self-efficacy is measured by four questions in section H. Fourquestions in section I are related to attitude towards using Internet banking. In addition, three questions in section J are used to measure behavioural intention to use Internet banking services. These questions are measured using 5-point Likert's scale, 1 -Strongly Disagree, 2 -Disagree, 3 -Neutral/Unsure, 4 -Agree, and 5 -Strongly Agree. After filtering questionnaires with incomplete answers, a total of 666 valid responses, 333 questionnaires from the United States and 333 questionnaires from Malaysia were used for further statistical analyses. As depicted in Table 3 , young adults in the United States have more positive attitude towards using Internet banking services compared to young adults in Malaysia (t-statistics = -2.473, p-value = 0.014). Young adults in the United States are more likely to be influenced by their social environment when using Internet banking services compared to young adults in Malaysia (t-statistics = -2.927, p-value = 0.004).
Result
On the other hand, middle-aged adults from Malaysia have significantly higher behavioural intention to use Internet banking services compared to Americans (t-statistics = 3.834, p-value = 0.000). They perceive performance expectancy (t-statistics = 4.474, p-value = 0.000), effort expectancy (t-statistics = 3.365, p-value = 0.002), facilitating conditions (t-statistics = 2.451, p-value = 0.017) and attitude towards using Internet banking (t-statistics = 2.622, p-value = 0.012) as more important in affecting behavioural intention to use internet banking services compared to their counterparts in the United States. Therefore, H2, H4, H8, H10 are supported.
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Discussion and Recommendation
Gender Effect on Internet Banking Acceptance
Malaysian females have significantly higher behavioural intention to use Internet banking services compared to their counterparts in the United States. As a member of a particularistic culture which emphasize more on friendships and close relationships (Trompenaars & Hampden-Turner, 1998) , Malaysian females probably are more eager in using the Internet to complete their banking tasks efficiently so that they have more time for their friends and families.
Malaysian females also perceive performance expectancy as a more important factor affecting Internet banking adoption compared to females in the United States. The result strengthens the findings of Hamid et al. (2007) which found that customers in the developing country gradually shift from traditional banking to Internet banking services to increase performance expectancy. Transaction cost reduction is the main benefit of Internet banking in the developing country. Malaysian females tend to hope that their current Internet banking services can be more efficient and effective in eliminating geographical distance between consumers and bankers.
In addition, Malaysian females also perceive facilitating conditions as more important in determining Internet banking acceptance compared to American females. As a member of a high power distance country, Malaysian females seem to be highly relied on resources such as specialist, hardware, software, and process documentation to facilitate their Internet banking experience (Hofstede, 2001) .
Therefore, web developers should concentrate on providing comprehensive, accurate and relevant information on banks' websites in order to attract more Malaysian females to use Internet banking. Concise and uncomplicated wordings should be used to make sure the descriptions relating to the benefits of Internet banking services are easily understandable while still covering all the banking product's key features. Web designers www.ccsenet.org/ijbm
International Journal of Business and Management Vol. 8, No. 18; should not only emphasize Internet banking benefits by providing robust banking product/services content in the form of a detailed product overview and product specifications, but should continue to support the Internet banking transactions with interactive user guides and demonstrations.
In contrast, social influence plays a more important role in affecting Internet banking acceptance of American females compared to Malaysians. One possible explanation might be because as members of a Mastery culture, females in the United States tend to give higher priority on group success and competence (Schwartz, 1994) . In order to enhance Internet banking acceptance, a knowledge sharing session shall be conducted for an American female Internet banking users to alert other people in his/her organization about the opportunity of forming strategic partnership with an Internet bank to allow customers to search and place an order of their company products while surfing the Internet banking websites.
Males in the United States and Malaysia exhibit no significant difference in behavioural intention to use Internet banking services, performance expectancy, effort expectancy, social influence, facilitating conditions, perceived credibility and attitude towards using Internet banking services of male respondents from the United States and Malaysia. The finding of this study strengthen Khan and Mahapatra (2009) and Somali et al. (2008) 's results that there is no significant influence on the Internet banking acceptance of males from the developed countries such as New Zealand and developing countries such as India. One possible explanation is that males from the United State and Malaysia who are busy with their work are equally impressed with the convenience of 24/7 access and also the ability to use Internet banking whenever there is a spare moment. In order to improve Internet banking acceptance of male respondents in the United States and Malaysia, marketing practitioners should conduct a seminar jointly with the participating online brokerage firms to create awareness about the convenience and efficiency of online stock investments at Internet banking websites.
Age Effect on Internet Banking Acceptance
Young adults in the United States have more positive attitude towards using Internet banking services compared to young adults in Malaysia. United States is alow uncertainty avoidance country where creative and innovative ideas from young adults are most welcomed (Hofstede, 2001) . In low uncertainty avoidance culture, American young adults are more curious and encouraged to learn and explore more on how to complete banking transaction online. Thus, they are more interested in learning how to use Internet banking services compared to their counterparts in Malaysia (Hofstede, 2001 ).
Besides traditional advertising media such as newspaper, television and radio, web advertisements such as Internet banner advertisements, e-mail advertisements, online press release advertisements and search engine advertisements can also be used to create awareness and promote interest in using Internet banking services among young adults in Malaysia. Web advertisements are cheaper than advertisements in traditional media. Another key advantage of web advertisement is that it offers richer content such as text, graphics and animation, which can be effectively combined to draw interest of young adults.
Young adults in the United States are more likely to be influenced by their social environment when using Internet banking services compared to young adults in Malaysia. As members of a short-term oriented culture, young adults in the United States tend to focus more on traditions and fulfilling social obligations (Hofstede, 2001) . Given this perspective, young adults in the United States are more easily influenced by their friends and colleagues in using Internet banking services for quick results within the work place (Hofstede, 2001) .Web developers could therefore try to develop interesting online financial games that require young adults to work closely with their friends and colleagues to develop a mix of entertainment and basic Internet banking skills to become the winner of the game. The main objective of providing this online financial game on the Internet banking web site is to instil interest among young adults in the United States. Web developers should assure that there is no actual financial loss in this game in order to encourage young users' participation.
On the other hand, middle-aged adults from Malaysia rank significantly higher on behavioural intention to use Internet banking services, performance expectancy, effort expectancy, facilitating conditions and attitude towards using Internet banking compared to their counterparts in the United States. Interactions between middle-aged people in a diffuse culture such as Malaysia are enchanted by virtues such as trust and mutual understanding. Middle-aged adults in Malaysia emphasize more on family, friends and future compared to their counterparts form the United States (Trompenaars & Hampden-Turner, 1998) . They probably wish to use Internet banking to expedite their banking tasks so that they have ample time to participate in daily activities such as tennis and cooking with their friends and families (Trompenaars & Hampden-Turner, 1998) . Free education should be provided to those above 40 years old in the Malaysia so that they can have a wonderful www.ccsenet.org/ijbm
International Journal of Business and Management Vol. 8, No. 18; personal experience of trying various convenient and easy to access transactional and communicative Internet banking services offered by the financial institutions nowadays.
Limitation of Study
The results of this study are applicable only to Internet banking customers in the United States and Malaysia as the data are collected from these countries. Future research could apply the research framework of this study in other developed and developing countries by using the same cultural factors. Future research could also be carried out to examine the moderating effect of education and family background on Internet banking acceptance so that bank industry can provide customized Internet banking services to users from different backgrounds.
